





1979 Editorial Index 


About Labor Scheduling 


Well-Designed Sales and Labor Report Can 
Help Forecast Accurate Sales Figures 
(May, p. 48) 

Grocery Scheduling Allows Use of Idle Time 
(Sept., p. 28) 

Labor Scheduling Should Be Based Upon 
Function Analysis and Performance 
Standards (Oct., p. 42) 

Add to Labor Scheduling Savings By Impro- 
ving Methods, Facilities (Dec., p. 31) 


Advertising 


Hot Fast Food Sales Increase With Adver- 
tising (Jan., p. 46) 

Confection Price Slowdown, New Adver- 
tising Push Create Sweet Projections for 
1979 Candy Sales (Feb., p. 19) 

Employees Star In ‘Image’ Ads (March, p. 1) 

Dreams Come True For Shoppers Via 3- 
Week Promotivn (March, p. 37) 

Employee Freedom To Speak Up Spurs 
Better Stop & Shop Ads (March, p. 37) 

Shopwell’s CEO Promotes Chain As 
Spokesman (March, p. 37) 

Stress On “Happy Differences” R 
Introduces Publix’ Image Often As Mur- 
ket Grows (March, p. 38) 

Spreading “Stardom” Around Avoids Envy: 
Dillon Exee (March, p. 38) 

Hy-Vee Plays People Up As Big Asset 
(March, p. 39) 

Tom Thumb Employees’ Generosity 
Prompts New People-Centered Ad Spot 
(March, p. 40) 

Finast Intros Local Managers Of New Sup- 
ers To Help Resolve Problems At Store 
Level (March, p. 40) 

Full Thrust HBA Programs Yield Best $$, 
Tonnage (April, p. 1) 

Chain Ad Director Called on Carpet For 
Out-of Stocks (April, p. 3) 

Boring Supermarket Ads Need Radical 
Surgery (April, p. 10) 

Brand-Name Ads Not Enough to Vromote 
A Super; Instead, Stress Features, Ser- 
vices Making Store Unique (April, p. 10) 

“Bonus Buy” Plan Offers Low Retails, High 
Margins (April, p. 10) 

Does Your Current HBA Advertising Work 
For You? Using Pictures, Sectionalizing 
Can Sharpen Ad Punch (April, p. 45) 

TVP/Ground Beef Mix Back in Meat Cases; 
Retailers Disagree on Chance of Success 
(May, p. 24) 

Encode Promotion and Advertising Activity 
to Increase Saleability of Scanner Data 
(June, p. 24) 

Pete Rose Signs Up With Wawa (July, p. 8) 

Film, Ads Warn of Penalties Awaiting 
Those Who Steal (July, p. 44) 

Dairy Sections Yield 9% of Sales in 6% Space 
(Aug., p. 1) 

Shoppers Can Be Best Advertisiers, Ill. Re- 
tailers Told (Sept., p. 10) 

Coffee: Ads, Promos Trimmed As Prices 
Jump, Deals Fall (Sept., p. 106) 

Penny’s Draws Customers With Its Own 
Free Paper (Oct., p. 7) 

Independent Grocers Tag Items Posting 
Price Hikes of 10% or More (Oct., p. 19) 

Producers Tout Large Pork Supply to Con- 
sumers (Nov., p. 5) 


All About Warehouse Stores 


Warehouse Stores Quiz: Did You Know 
Your Stuff? (March, p. 18) 


Auto Supplies 


Keeping Motor Oil Margins At 10% Draws 
Shoppers Who Also Buy Accessories 
With 35-50% Margins (April, p. 18) 

8- to 20-Foot Auto Sections Are Best Profit 
Makers: Study (April, p. 18) 


Baby Needs 


West Coast Chains Juggling Space In In- 
tegrated Raby Needs Sections (May, p. 
25) 

Diaper Volume Climbs As Margins Fall 
(Sept., p. 90) 

Meat/combo Baby Food Hits $274 Million 
(Sept., p. 93) 


Baked Goods 


Cookie Promotion Sweetly Attracts Young 
Customers (Jan., p. 7) 
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Use More Self-Service in Bakery Area, But 
Make Product Freshness Evident (May, 
p. 18) 

25% More In-Store Bakeries Built by 25 
Firms Since ‘77 (June, p. 1) 

Keep Baked Goods Quality High To Woo 
Budget-Minded Shoppers (June, p. 43) 

Decorator Is Part of the Display (June, p. 
44) 

Suppliers Provide a Range of Services To 
Bakery Staffs in Need of Expertise 
(June, p. 45) 

Sweet Tooth Wins Over Austerity in Bak- 
ery Choices (Sept., p. 1) 

Diet-Conscic.:sness Boosts Variety Bread 
(Sept., p. 90) 

Baked Good : $ Volume Up 9.9%, Hits $9.8 
Billion in 78 (Sept., p. 90) 

High Prices Spur Bulk Cookie Sales; Dis- 
plays Keep Store Volume High (Nov., p. 
16) 


Bartz, Dan 


(See Management Ideas) 
Beverages 


Pepsi Machin» “Comes Alive,” Nabs Van- 
dals (April, p. 4) 

Coffee: Shelf Allocations Shift As Prices 
Drop (April, p. 15) 

Breweries Introduce Lignt Beer, Dark Beer 
to Prompt Consumer Brand Switches 
(June, p. 20) 

Six-Packs Of Beer in Old-Style Cans Bring 
as Much as $6 (June, p. 22) 

Deluge of High-Margin Bottled Water Pro- 
ducts Hits Supermarket Shelves with 
Sparkling Results (June, p. 23) 

Wine Selling: Liquor Stores Outshine Sup- 
ers (June, p. 25) 

Manufacturer Cola Alternatives Find Prof- 
itable Supermarket Niche (June, p. 25) 

Beer Sales Are Up 10 to 20% Over Last 
Year; Light Varieties Are the Fastest 
Growth Area (Sept., p. 93) 

Beer Volume Contributes 4.5% of Total 
Store Sales (Sept., p. 97) 

Advertising, Displays Spur Wine Sales; 
Whites Continue to Eclipse Red Wines 
(Sept., p. 97) 

Wine Sales Grow 16.4%, Liquor Up by 6.8% 
(Sept., p. 97) 

New Soda Flavors Vie For Dominance; 
Canned-Dietetic, Powdered Increase 
Markedly (Sept., p. 104) 

Canned Diet Soft Drink Volume Rose 13% 
in 1978 (Sept., p. 104) 

Plastic Liter Bottle Is Hot Package (Sept., 
p. 105) 

Coffee Merchandisers Trim Ad Features as 
Prices Jump and Deals Become Scarce 
(Sept., p. 106) 

Coffee Tonnage Rises 1.4% (Sept., p. 106) 

Pantry Pride Exec Talks Beer Merchandis- 
ing (Oct., p. 18) 


Books 
(See Magazines) 


Buyers 


Buyers Must Request and Get Precise Data 
To Make Most Informed Choice on New 
Items (Aug., p. 41) 

Standard Form Aids Info-Gathering (Aug., 
p. 49) 


Candy 


Confection Price Slowdown, New Adver- 
tising Push Create Sweet Projections 
For 1979 Candy Sales (Feb., p. 19) 

High Cost of Chocolate Creates Demand 
For Hard Candies, Under-$1 Packages, 
Gum (Sept., p. 98) 

Candy, Gum Sales Rise 9.8% to $1.74 Billion 
in 1978 (Sept., p. 98) 


Canned Goods 


Inflation Clamps Down on Canned Goods 
Merchandising, But Hikes in Private 
Label Displays May Insure Sales Vital- 
ity (Aug., p. 16) 

Short Crop Slows Canned Fruit Sales 
(Sept., p. 100) 

Grocery Outlets Capture 83% of Canned 
Goods Market (Sept., p. 100) 

Single-Strength Soups, Dry Mixes Chal- 
lenge Cans (Sept., p. 105) 


Retailers Heed Consumer Space, Price 


Needs When Stocking Their Cereal 
Shelves (Sept., p. 132) 

Supers’ $2.1 Billion in Cereal Sales Is 93% of 
Market (Sept., p. 132) 

Government Program Encourages Sales of 
Nutritious Cereals (Sept., p. 133) 


Cheese 
(See Dairy) 


Cigarettes 
(See Tobacco) 


Coffee 
(See Beverages) 


Consumers 


Sales Are Stable Despite Publicity Over 
Meat Hazard (Jan., p. 6) 

More Chains Beef Up Research Effort; Ob- 
ject: Improve Customer Services (Feb., 

. 1) 

Checker Training: Can Customer Contact 
Stand Improvement? (Feb., p. 8) 

‘Lost’ Shoppers Quit Stores Over Service, 
Produce (Feb., p. 8) 

Shoppers Avoid High-Tag Items, Save 
Coupons, Expect Service (Feb., p. 14) 

Consumers Demand Nutritous Foods, 
Fewer Additives (Feb., p. 15) 

‘House Calls’ Provide Rx For Serious Shop- 
per Complaints (March, p. 8) 

‘Remember Your Customers,’ Panel Ad- 
vises (March, p. 21) 

‘Appreciation’ Sale Hikes Traffic, $$ 10% At 
Farm Fresh (April, p. 4) 

Canadians Account For Up To 15% Of 
Grocer’s Biz (April, p. 4) 

Crowd of 400, Plentiful Press Coverage 
Characterize 3%-Hour Consumer Semi- 
nar Hosted By Sunshine-Jr. Stores 
(April, p. 21) 

Shopper Input Jumps After Response 
Cards Get Checkout Display (May, p. 3) 

Consumers Say They'll Fight High Prices 
By Shopping ‘No Frills’ Stores More 
Often (May, p. 8) 

Some State Groups Alert Consumers To 
Price Hikes (May, p. 20) 

Small Chain Hires Consumer Specialist Part 
Time (May, p. 34) 

Bee? Boycott Won't Lower Prices (May, p. 
54) 

Hard To Believe Consumer Boards Can't Be 
Justified (June, p. 3) 

Retailers Should Respond To Needs Of 
Working Women (June, p. 24) 

How Retailers Do Or Don’t Treat Shoppers 
Could Be Crucial As Inflation Presses 
Harder (June, p. 28) 

Deep Commitment to Consumer Services 
Makes Byerly’s Programs a Shopper 
Draw (Aug., p. 23) 

Special Health Needs Bring Shoppers To 
Byerly’s (Aug., p. 24) 

Consumer Education, Dairy Case Monitor- 
ing Needed (Aug., p. 26) 

Shoppers Can Be Best Advertisers, Ill. Re- 
tailers To!d (Sept., p. 10) 

Some Shoppers Feel Cheated By 
Multiple-Unit Sales (Sept., p. 10) 

Stores Find Good Will, New Customers Are 
Benefits of Senior Citizens Bus Program 
(Sept., p. 25) 

Shoppers Making Fewer Trips (Sept., p. 25) 

Personal Note From Bag Boy Makes Points 
with Shoppers (Sept., p. 40) 

Study Shows Traditional Eating Persists 
Strongly (Nov., p. 6) 

Urges Supermarkets, Consumers Join To 
Oppose State Food Sales Taxes (Nov., p. 
19) 


Creative Management 


Involving Employees In Solving Problems 
Makes People Productive, Problem- 
Solving Easier (Aug., p. 46) 


Dairy 


Dairy Department Still A Problem; Needed: 
Training, Proper Space/Profit Allocation 
(Jan., p. 39) 

Dairy Tonnage Rose 45.9% From ‘67-‘77: 
Special CES Analysis (April, p. 3) 

Surefire Promos, Cheese Variety Increase 
Sales (July, p. 1) 

Retailers Benefit from New Equipment 
Guly, p. 20) 

Dairy Sections Yield 9% Of Sales in 6% of 


Space (Aug., p. 1) 

Slow Down Whirlwind Shoppers With 
Strategic Dairy Merchandising (Aug., p. 
25) 

Consumer Education, Dairy Case Monitor- 
ing Needed (Aug., p. 26) 

Low-Calorie Products Are Dairy Hot Spots 
As Retailers Stress Nutrition, Health 
(Sept., p. 108) 

Dairy $$ Increased 6%, Hit $12 Billion Mark 
Last Year (Sept., p. 108) 


Deli 


These Deli Promos Hike Fast Food Sales 
10-100% (Jan., p. 29) 

Self-Serve Ups Deli Sales 25% (Jan., p. 29) 

20-30% Increase Expected in Deli Via New 
Program (Jan., p. 29) 

Generic Bologna Moves 100 Cases Weekly 
at Chain (Feb., p. 6) 

Adventurous Deli Customers Spark New 
Items, Sales Tactics (Sept., p. 1) 

New Customer Mix, Changing Market 
Mean More and Bigger In-Store Delis 
(Sept., p. 110) 

New Drive-In Deli Already Does 4% of 
Store’s Deli Sales (Sept., p. 111) 

Deli Execs Spur Excitement, Sales Via 
‘Free with Purchase,’ ‘2 for 1’ Promos 
(Sept., p. 111) 

‘Browned-off Turkey Roll, Turkey Substi- 
tutes Make Big Sales Splash in Delis 
vhis Year (Sept., p. 112) 

FedMart Revamps Delicatessens, Adding 
Service in Large Stores (Nov., p. 24) 
Deli Suppliers Must Prepare For Scanning, 

Ralph’s VP Warns (Nov., p. 25) 


Diet Foods 


Diet Aid Sales Jump 79% in Year (July, p. 7) 

Hypermarche Hikes Diet Food Sales 10 
Times (Sept., p. 6) 

Diet Food Sales Increase Nearly 50% As 
Customers Respond to Education (Oct., 
p. 22) 

Fat-Free Items Double Cake, Bread Sales 
(Oct., p. 22) 


Effective Public Relations 


5 Good PR Ideas: Should They Be Used 
More Often? (Jan., p. 51) 


Electronic Cash Registers 
(See Technology) 


Employees 


Von's Guide Details Care of Frozens (Jan., 
p. 8) 

Checker Tarining: Can Customer Contact 
Stand Improvement? (Feb., p. 3) 

Attention Paid to New Workers Can Mean 
Dependability Later (Feb., p. 8) 

Mystery Shoppers to Grade Courtesy, Bag- 
ging Skills (Feb., p. 23) 

Employees Star in ‘Image’ Ads (March, p. 1) 

On-Target Job Analysis In Focus At 
NAWGA Meet (March, p. 1) 

Expertise Shortage Spreads; Fast Food 
Pirating Expected (March, p. 3) 

Employee Freedom To Speak Up Spurs 
Better Stop & Shop Ads (March, p. 37) 

Shopwell’s CEO Promotes Chain as 
Spokesman (March, p. 37) 

Stress on ‘Happy Differences’ Re- 
Introduces Publix’ Image Often as Mar- 
ket Grows (March, p. 38) 

Spreading ‘Stardom’ Around Avoids Envy: 
Dillion Exec (March, p. 38) 

Hy-Vee Plays People Up as Big Asset 
(March, p. 39) 

Tom Thumb Employees’ Generosity Prom- 
otes New People-Centered Ad Spot 
(March, pv. 40) 

Finast Intros Local Manage: s of New Sup- 
ers to Help Resolve Profilems at Store 
Level (March, p. 40) 

Field Personnel Could Help Boost Chain’s 
PR Impact (April, p. 1) 

3 Tests Reveal Cashier Failure to Record 
Sales; Report Substantiates Termination 
for Theft (April, p. 24) 

Form Stops Cashier From Pleading Ignor- 
ance of Rules (April, p. 24) 

Price Chopper ‘Help’ Program Cuts Shrink 
by Putting Store-Level Employees on 
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Spokesman (March, p. 37) 

Stress on ‘Happy Differences’ Re- 
Introduces Publix’ Image Often as Mar- 
ket Grows (March, p. 38) 

Spreading ‘Stardom’ Around Avoids Envy: 
Dillion Exec (March, p. 38) 

Hy-Vee Plays People Up as Big Asset 
(March, p. 39) 

Tom Thumb Employees’ Generosity Prom- 
otes New People-Centered Ad Spot 
(March, pv. 40) 

Finast Intros Local Manage: s of New Sup- 
ers to Help Resolve Profilems at Store 
Level (March, p. 40) 

Field Personnel Could Help Boost Chain’s 
PR Impact (April, p. 1) 

3 Tests Reveal Cashier Failure to Record 
Sales; Report Substantiates Termination 
for Theft (April, p. 24) 

Form Stops Cashier From Pleading Ignor- 
ance of Rules (April, p. 24) 

Price Chopper ‘Help’ Program Cuts Shrink 
by Putting Store-Level Employees on 
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Employees 
Patrol (April, p. 32) 

Grocers Tell Employees That Bad Attitudes 
Cost $$ (May, p. 7) 

Daily Employee Output Report Helps 
Warehouse Make Productivity Gains 
(May, p. 13) 

Night Shift Wants to Keep in Touch With 
Top Managers (May, p. 13) 

Expert Answers Questions Often Asked by 
Retailers When Choosing Firm to Test 
for Cashier Honesty, Courtesy (May, p. 


28) 

Flexible Benefits Program Saves Employer 
Money, Prompts Workers’ Awareness of 
Fringes’ Value (May, p. 41) 

‘Shopping List’ Shows Importance 
Employees Attach to Various Fringes 
(May, p. 52) 

Employee Survey Helps Improve Opera- 
tions (June, p. 4) 

Unexpected Benefit of Training Programs: 
Policy Clarification (July, p. 3) 

Pre-Employment Tests Catch On With 
Stores Interested in Assessing 
Employee Attitudes (July, p. 42) 

Involving Employees in Solving Problems 
Makes People Productive, Problem- 
Solving Easier (Aug., p. 46) 

Do You Fund Training, Or Free Store 
Help? (Sept., p. 3) 

Film Series to Encourage Pro-Business At- 
titudes (Sept., p. 41) 

Screen Job Applicants Carefully to Spot 
Likely Prospects for Union Membership 
(Sept., p. 42) 

Fit Training To Employees’ Own Profiles 
(Oct., p. 1) 

Sav-A-Stop Sales Force Gets More Training 
(Oct., p. 11) 

7 Commandments Share Credit for Publix 
Success (Oct., p. 35) 

Four-Day Productivity Seminar Will 
Explore Automation, Warehouse Com- 
puters, Personnel (Oct., p. 53) 

Group Analysis Ups Communication, Moti- 
vation Among Employees (Dec., p. 6) 


Energy 


Do You Know Every Energy-Saving Angle? 
This Speical Quiz May Offer New Ideas 
(March, p. 28) 

Coil Separation Cuts Energy Costs (April, 
p. 13) 

Grocers Call Heat Reclaim Systems Best 
Weapon in Conservation Arsenal; Cite 
20-30% Energy Saving (May, p. 68) 

Heat Reclamation Reclaims % Gas $$ (May, 
p. 68) 

Manufacturers Unveil New Energy-Saving 
Equipment (May, p. 70) 

Monitor Energy To Curtail 40 Percent 
Waste (May, p. 75) 

Let Saving From Initial System Fund Re- 
finements (June, p. 12) 

Energy Quiz Results Indicate Difficulty 
with Technical Questions (July, p. 16) 
Brokers Alter Sales Effort in Gas Crunch 

(Aug., p. 

Lighting Control, Air Conditioning Mainte- 
nance Can Help Reduce Energy Costs 
6-10% (Aug., p. 47) 

Get Gas-Short Shoppers to Spend With 
Frozens, Handling Tips (Sept., p. 3) 
Energy Management System “Ripoff” Is 
Possible if Buyer Doesn't Have Techni- 

cal Knowledge (Oct., p. 40) 

Combined Routes, Fuel Efficiency Help 
Battle Costs (Oct., p. 52) 

Separate Perishables to Drop Cost of Run- 
ning ‘Supermarket of the 80s’ (Nov., p. 
38) 


Equipment 


66 Major Front-End Equipment Manufac- 
turers Offer Over 100 Products to 
Supermarket Retailers (Feb., p. 50) 

More Stress on Leasing Equipment in Fu- 
ture? Most Suppliers Not Sure, But To- 
ledo Says Yes (March, p. 22) 

Frozen Food Equipment Directory (May, p. 
76) 

Retailers Benefit from New Equipment 
(July, p. 20) 


Fast Foods 
These Deli Promos Hike Fast Food Sales 


10-100% (Jan., p. 29) 
Hot Foods Bring Profits if Management Ac- 
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cepts Labor Costs 2-3X as High as Those 
For Total Store (Jan., p. 46) 

Rework Leftovers to Maintain Impulse 
Sales (Jan., p. 46) 

Fast Food Profitability Relies un Portion 
Control (Jan., p. 47) 

Microwave-only Popcorn, Jumbo Chicken 
Parts Packs, Specialties Highlight Fro- 
zen Foods New Since January (May, p. 
73) 

Is There Bum Steer Being Given on Future 
of Fast Food Outlets? (June, p. 3) 

Build Free-Standing Restaurants in Supers 
to Nab Fast-Food Profits, Spur Store 
Sales (June, p. 10) 

Ready-to-Eat Convenience Foods Fit 
* veakfast Bill (Aug., p. 31) 

For Fast Food Restaurant Operators, the 
Outlook Is Not Exactly Rosy (Sept., p. 
3) 

If You Deflate Fast Food Sales, Growth 
Isn't So Terrific (Sept., p. 50) 


Financial 


Defining Terms Would Help Solve Statistics 
Riddle (Jan., p. 1) 

Grocery Biz Strength, Shape Is Unclear as 
80's Approach (Feb., p. 1) 

Dairy Tonnage Rose 45.9% From ‘67-‘77: 
Special CES Analysis (April, p. 3) 

Cigarette Tonnage in Groceries Rose 24.9% 
From ‘67-77 (April, p. 9) 

Dollar Loss Grows as Service Level Drops 
(May, p. 9) 

CES: ‘78 Sales Were $162 Bil. in Food 
Stores (June, p. 3) 

Dairy Sections Yield 9% Of Sales in 6% of 
Space (Aug., p. 1) 

HBA/GM Tonnage Gains in 1978; Food Is 
Steady (Aug., p.6) 

Food Store Sales Hit $162 Billion in 1978 
(Sept., p. 1) 

Just 3 of 19 Food Categories Hike Tonnage; 
Overall Biz Flat (Sept., p. |) 

32nd Annual Consumer Expenditures Study 
(Sept., p. 50) 

If You Deflate Fast Food Sales, Growth 
Isn't So Terrific (Sept., p. 50) 

28 of 50 Top Chains Net 1% in ‘78 (Oct., p. 1) 

Managing Acquisition of or by Your Firm... 
Here’s How to Stop Take-Over; What to 
Consider if Buying (Nov., p. 32) 

Rising Costs Make Building a Big Invest- 
ment (Nov., p. 49) 

Bond Finances Indiana Supermarket at 
6.5% (Nov., p. 50) 


Food Brokers 


Mennen May Use 1200 Food Brokers to In- 
crease Sales (May, p. 7) 

Marketing Needs Local Aim in ‘80's, New 
Broker Association Contends (July, p. 6) 

Brokers Alter Sales Efforts in Gas Crunch 
(Aug., p. 1) 

NFBA Highlights Human Resources (Dec., 

. 9) 

Network for Automatic Order Entry Will 
Strengthen Not Weaken, Broker's Role 
(Dec., p. 10) 

Tight Money Intensifies Brokers’ Shipping 
Woes (Dec., p. 10) 


Forrester, Jay 
(See Profitable Store Engineering) 


Frozen Foods 


Fastest-Growing Frozens at Kohl's Pre- 
pared Foods (Jan., p. 8) 

Future Will Bring Meats, Dairy to Frozens 
Case, Rich Predicts (Jan., p. 8) 

Von's Guide Details Care of Frozens (Jan., 


p. 8) 

Publix Adds 1-3 Shelves to Freezers to Hike 
Space Without Investment (Feb., p. 22) 

Coil Separation Cuts Energy Costs (April, 
p. 13) 

Frozen Food Buyers Struggle to Find Best 
Product Mix (May, p. 1) 

Microwave-Only Popcorn, Jumbo Chicken 
Parts Packs, Specialties Highlight Fro- 
zen Foods New Since January (May, p. 
73) 

Safeway Tries High-Ticket Frozen Dinners 
(May, p. 73) 

Formula for Measuring Profitability Re- 
vealed at FMI Frozens Workshops 
(May, p. 74) 

Frozen Food Equipment Directory (May, 
p.76) 
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Consumers’ Move to Gourmet Frozen Foods 
Gets Surprised Reaction from Retailers 
(Sept., p. 123) 

Microwave Packs Said to Up Sales (Sept., p. 
125) 

Blends and Ethnic Foods Show Higher Sales 
(Sept., p. 127) 

Frozen Pizza Sales Rise 17.7% In 1978 (Sept., 
p. 127) 

Frozen Food Convention Preview: Gen. Haig 
to Assess Politics’ Impact on Grocers 
(Oct., p. 16) 

Better Promotion, Training: Keys to Frozen 
Sales (Dec., p. 12) 


General Merchandise 


New Fixtures, Deals Win Checkout Space 
(Jan., p. 1) 

Market, Profit Sway Product Mix (Jan., p. 17) 

Will Supers Survive 1980's Dollar Squeeze ? 
Answer May Pivot on Non-Foods Space 
Allocation (Jan., p. 41) 

New Product Push Sparks More R & D(Feb., 
p. 4) 

Non-Foods Symbol-Marking Resistance 
Crumbling (Feb., p. 40) 

Symbol-Marked GM/HBA Stock Jumps 10%; 
Reason Is Mounting Pressure From Re- 
tailers (Feb., p. 42) 

GMS Replaces GMI as NAWGA's Non-Foods 
Arm (March, p. 8) 

Industry Gets Big Snow Job at NHMA Show 
(March, p. 8) 

Better Productivity, More GM Sales Will 
Ease Profit Threats of The '80’s (March, 
p. 10) 

Profits of 42% Are Possible With Right J 
Hook Plan (March, p. 16) 

Publications Deserve Special Care: H.E. Butt 
(March, p. 41) 

Buyers Test In-And-Out Fashion, Seasonal 
Soft Good Promos (March, p. 41) 

GM Execs Face Tough Challenge: Reduce 
Stock, But Keep Variety Image (March, 
p. 41) 

34% Sales Hike Sparks Space Jump For 
Greeting Cards (March, p. 41) 

Service, Labor Demands of GM Items Should 
Sway Direct-Buy vs. Service Merchan- 
diser Choice (March, p. 47) 

Push For J-Hook Turns Marks Key Inven- 
tory Trend (March, p. 49) 

Changing Consumer Lifestyles to Hike Pub- 
lications Sales (March, p. 50) 

Sharper GM Inventory Control, Buying Tac- 
tics, Importance of Bottom Line Profit 
Share Spotlight (March, p. 53) 

Service Merchandiser Role Shifts to Mar- 
keting Expert (March, p. 58) 

Costly Electronic Toys Take Big Bite Out of 
Many Big-Store Buyers’ Budgets (April, 
p. 9) 

GM Merchandising Needs Gearing to Con- 
sumer (April, p. 17) 

30-40%-Margin Glassware Is Getting a Bad 
Break Due to Out-of-Stocks, Late De- 
liveries, Poor Displays (April, p. 20) 

Booming GM Sales Spur Heavy Rivalry in 
Western Market (May, p. 1) 

Scanning Uncovers Ala. Wholesaler’s GM 
Slow Movers (May, p. 3) 

Dollar Loss Grows as Service Level Drops 
(May, p. 9) 

Close Watch on Deal-Buying Helps Insure 
Item Profitability (May, p. 10) 

Integration Helps Magazine Biz Zoom 
(May, p. 10) 

Retailer/Wholesaler Commitment, Cooper- 
ation Hike GM $$, Turns (May, p. 15) 
Growing Consumer Demand for Ethical 
OTC’s Prompts Sharp Grocers, Drug 
Firms to Push More Items in Supers 

(May, p. 37) 

OPEC Decisions Drive Raw Material Prices 
Up 5-30%; Suppliers Hit Hard, Pass 
Extra Hikes to Retailers (May, p. 38) 

GM Wholesalers Add, Revise Buying Shows 
to Display Expanded Lines, Higher 
Ticket Items (June, p. 6) 

NARGUS Meet to Include Supermarketing 
GM Address (June, p. 6) 

Quality Kitchen Textiles Make a Hit in Sup- 
ers (June, p. 7) 

Tougher Questions Put to Supplier Reps 
Can Elicit More Useful Test Market In- 
formation (June, p. 30) 

Buyers Will Comparison Shop at Upcoming 
Housewares Show (June, p. 35) 


Room Deodorizers Record Sales Spurt 
(June, p. 36) 

Category Info Aids Non-Foods Inventory 
Choices (July, p. 6) 

GM/HBA Nab 50% of Rosauer’s Combo 
Stores (July, p. 26) 

End Delays, Increase Service to Snare High 
GM Spenders (Aug., p. 6) 

HBA/GM Tonnage Gains in 1978; Food Is 
Steady (Aug., p. 6) 

Space-product Management Is Key to Bat- 
ting 8 Turns/Year in 100-Ft. Sporting 
Goods Depts. (Aug., p. 18) 

High Ticket, High Profit Electronic Games 
Will Spark Spartan Holiday Toy Sales 
(Aug., p. 20) 

Buyers Must Request and Get Precise Data 
to Make Most Informed Choice on New 
Items (Aug., p. 41) 

Food Store Sales Hit $162 Billion in 1978 
(Sept., p. 1) 

GMDC to Expand Retailer, Distributor 
Training (Sept., p. 8) 

Home Security Systems: New Item for 
Super Promos? (Sept., p. 12) 

Suppliers Get Set for Microwave Upsurge 
With Wider Variety, Supermarket Dis- 
plays (Sept., p. 39) 

Bold Ad Plans Increase Household Items 
Sales (Sept., p. 134) 

Household Supplies Dollar Volume Climbs 
11% in 1978 (Sept., p. 135) 

GM Space Climbed 10-20% in ‘78-79, Yet 
Dollar Sales Rose Only 5-15% (Sept., p. 
145) 

GM Stockouts Keep Hurting (Sept., p. 147) 

GM $$ (Excluding HBA & Rx) Up 10.5% 
(Sept., p. 148) 

Supermarkets Still Little Fish in Big 
Housewares Market Pond (Oct., p. 5) 
Are Soft Goods Suppliers Dragging Feet on 

UPC Use? (Nov., p. 1) 

Are Out-of-Stock Problems Born of Over- 
head Cutbacks? (Nov., p. 3) 

Soft Goods Makers Lagging Behind on UPC 
Efforts? (Nov., p. 15) 

Will Computer Be Boon or Bane To Super- 
market Service Merchandiser? (Deec., p. 
24) 

Retailers Value Service Merchandisers’ 
Skill, But Worry About Loss of Dept. 
Control (Dec., p. 24) 

Hardware Packaging Acquires Feminine 
Allure (Dee., p. 25) 


Generics 


Generic Bologna Moves 100 Cases Weekly 
at Chain (Feb., p. 6) 

Retailers Expand No-Name Generic Offer- 
ings Despite Scarcity of Standard Grade 
Product (April, p. 14) 

Un-Branded Items Get Good Test Grades 
(April, p. 14) 

Generic Compared to Brand & Private 
Label Sales (May, p. 32) 

Generics—On Their Way Out? (June, p. 11) 

May Take Ten Months for Some Generics to 
Lose Consumer Vote (July, p. 3) 

Dairy Sections Yield 9% Of Sales in 6% of 
Space (Aug., p. 1) 


Government 


Hastily-Passed Label Regulations Would 
Hurt All (Jan., p. 54) 

Retailer Can Sue if Town Impairs Access to 
Store (March, p. 3) 

New Saccharin Battle Heats Up in Con- 
gress (May, p. 4) 

ICC Allows Backhauling Via Contract Car- 
rier License (May, p. 14) 

Keep Other Costs Down To Compensate 
For Oil $$ Hikes (May, p. 39) 

‘78 Tax Law Now Recognizes ‘Cafeteria’ 
Plan (May, p. 53) 
Warns Deregulation Would Undermine 
Freight-Routing System (July, p. 7) 
FMI Conference Examines Food Issues, 
Polities (Oct., p. 1) 

Change in Meat Regs Proposed (Oct., p. 7) 

P-O-P Created for Ohio “Practical Litter 
Law” Campaign (Oct., p. 8) 

Cen. Haig to Assess Politics’ Impact on 
Grocers (Oct., p. 16) 

Hannaford Nabs Meat Inspector for Theft, 
But Is He Just the Iceberg’s Tip? (Oct., 
p. 30) 

Piping in Music Without License Risks Big 
Fines (Nov., p. 1) 

Urges Supermarkets, Consumers Join to 

B Continued on following page 
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@ Continued from preceding page 
Oppose State Food Sales Taxes (Nov., p. 
19) 

Bond Finances Indiana Supermarket at 
6.5% (Nov., p. 50) 


Grocery 


Rice, Sugar Salt Have Bogota Clout 
(March, p. 35) 

Health Food Craze Makes Pure Peanut But- 
ter a ‘Natural’ (April, p. 30) 

Retailers Grind Their Own Natural Peanut 
Butter (April, p. 30) 
Michigan Says Grocers Are Good Guys Thru 
Grocers Week Program (May, p. 20) 
Shopper Spice Education Ups Sales July, 
p. 17) 

HBA/GM Tonnage Gains in 1978; Food Is 
Steady (Aug., p. 6) 

Grocery Scheduling Allows Use of Idle Time 
(Sept., p. 28) 

Pre-Convention Floral Seminar Unveils 
New PMA Fresh Flower Training Pro- 
gram (Oct., p. 20) 


Grocery Store Formats 


Before Choosing Store Format, Planners 
Should Look At Varying Performance 
And Location Requirements (May, p. 50) 


Health and Beauty Aids 


Keeping HBA Gross At 30% or Better 
Called Lost Cause (Feb., p. 1) 

New Product Push Sparks More R&D 
(Feb., p. 4) 

Cents-Off ‘Specials’ Boost Lotion Sales 
500% (Feb., p. 10) 

Symbol-Marked GM/HBA Stock Ups 10%; 
Reason Is Mounting Pressure From Re- 
tailers (Feb., p. 42) 

Full Thrust HBA Programs Yield Best $$, 
Tonnage (April, p. 1) 

There's Good News and Bad News About 
Pharmacy Operations (April, p. 3) 

Growth in Food Store Razor $$ Tops ‘78 
HBA Gainers; Sales For Women's 
Non-Disposables Jumped 353% (April, 
p. 39) 

Cosmetics Makers Adjust Product Line to 
Conform to Supermarkets’ Needs (April, 
p. 39) 

Does Your Current HBA Print Advertising 
Work For You? Using Pictures, Sec- 
tionalizing Can Sharpen Ad Punch 
(April, p. 45) 

Seanning Uncovers Ala. Wholesaler’s GM 
Slow Movers (May, p. 3) 

New Direction for NAWGA’s GMs: Assist- 
ing the GM/HBA Novice (May, p. 12) 
Growing Consumer Demand for Ethical 
OTCs Prompts Sharp Grocers, Drug 
Firms to Push More Items in Supers 

(May, p. 36) 

OPEC Decision Drives Raw Material Prices 
Up 5-30%; Suppliers Hit Hard, Pass 
Extra Hikes to Retailers (May, p. 38) 

Coupon Booklet Strengthens Stores’ HBA 
Image (June, p. 8) 

Tougher Questions Put to Supplier Reps 
Can Elicit More Useful Test Market In- 
formation (June, p. 30) 

More and Varied HBA Pricing Programs 
Offered (July, p. 22) 

GM/HBA Nabs 50% of Rosauer’s Combo 
Stores (July, p. 26) 

HBA/GM Tonnage Gains in 1978; Food Is 
Steady (Aug., p. 6) 

Alpha Beta, Spurred by Vendor Coopera- 
tion, Gives Facelift to Cosmetics Sales 
Program (Aug., p. 22) 

Buyers Must Request and Get Precise Data 
to Make Most Informed Choice on New 
Items (Aug., p. 41) 

HBA Sales Climbed Almost $1 Billion, 
‘76-78 (Sept., p. 136) 

Penny-Pinching Shoppers Prompt HBA 

» Buyers to Boost Cents-Off Labels, Ad- 
vertise ‘Bargains’ (Sept., p. 139) 

Some Retailers Look to Diverters to Supply 
5-10% of Their HBA Needs (Oct., p. 44) 

HBA Selections Too Localized: Wallace 
(Nov., p. 15) 

Relationship Between HBA Linear Feet 
Per Store and Sales Per Linear Feet 
(Nov., p. 26) ‘ 


Improving Your Security 


Check Identity of Inspectors, Repairmen 
(May, p. 57) 
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Independents 


Independents Should Consider Data Pro- 
cessing to Take Advantage of New 
Seanning Information (June, p. 29) 

More and Varied HBA Pricing Programs 
Offered (July, p. 23) 

Get the Most Out of Data Processing By 
Following These Ten Guidelines (July, p. 
30) 

Independents Weigh Use of Computers to 
Improve Data Processing Powers (Aug., 
p. 8) 

Get Gas-Short Shoppers to Spend with Fro- 
zens, Handling Tips (Sept., p. 3) 

Independents Want to Know: Is Customers 
Unload a Trauma at New Scanning 
Store? (Sept., p. 42) 

Independent Grocers Tag Items Posting 
Price Hikes of 10% or More (Oct., p. 19) 

Independent Houses Can Supply Software 
(Oct., p. 36) 

Wayco Foods Expects 30 Box Store Com- 
mitment (Nov., p. 5) 


Labeling 


Nutrition Information Worth 1-2 Cents 
Extra to Most Shoppers (April, p. 8) 


Labor 


Manual: Expense Analysis Should Guide 
Warehouse Labor Cost Cut Program 
(Jan., p. 6) 

Hot Foods Bring Profits if Management Ac- 
cepts Labor Costs 2-3X as High as Those 
for Total Store (Jan., p. 46) 

Improved Warehousing Methods Could 
Hike Productivity 100% (April, p. 8) 
Up-to-Date Hour, Wage and Sales Data Is 
Essential to Monitor Progress of Labor 

Scheduling Program (April, p. 28) 

EFT Goals Include Lower Labor Costs 
(May, p. 1) 

Warehouse Automation Can Reduce Labor 
Expenses by Streamliniv.s Order Selec- 
tion (May, p. 48) 

Replacement Workers, Security Guards 
Are Keys to Strike Preparedness (June, 
p. 26) 

Use Data On Hourly Sales, Cashier 
Throughput to Determine Labor Needed 
at Front End (June, p. 46) 

BPM Training Sharpens Labor Scheduling 
Skills (July, p. 37) 

Avoid Unnecessary Expenditure Drain with 
Meat Labor Scheduling Program (Aug., 
p. 39) 

Grocery Scheduling Allows Use of Idle Time 
(Sept., p. 28) 

Labor Scheduling Should Be Based Upon 
Function Analysis and Performance 
Standards (O-t., p. 42) 


Legislation 
(See Government) 


Limited Assortment Stores 


Peoples Sees $45G/Week Future in New 
Food/Drug Combos (Feb., p. 6) 

Warehouse Stores, Restaurants Spearhead 
Expansion at Marsh (March, p. 17) 

Warehouse Stores Quiz: Did You Know 
Your Stuff? (March, p. 18) 

Limited Assortment Stores Nabs 5% Mar- 
ket Share In Ist Week (April, p. 6) 
Consumers Say They'll Fight High Prices 
By Shopping ‘No Frills’ Stores More 

Often (May, p. 8) 

Experts Predict Units to Number 1,000 by 
1980 (June, p. 1) 

Sales Skyrocket After Warehouse Conver- 
sion (June, p. 11) 

Fisher Box Stores Have Service Deli, Bak- 
ery (June, p. 16) 

Why Are Box Stores So Popular? 30% 
Shoppers Savings, 2-5% Profits (June, p. 
17) 

Sav-A-Lot Has One Brand Per Category 
(June, p. 18) 

25%-30% Saving Possible, Says Jewel 
(June, p. 18) 

A & P Stores Slated for N.J. (July, p. 9) 

Box Store Growth Straining 
Manufacturer-Retailer Relations (Aug., 
p. 3) 

Scanning Boosts Warehouse Store's Profits 
$142,700 (Sept., p. 1) 

Private Label Identifies 60% of ‘Plus’ Store 
Products (Oct., p. 11) 


Wayco Foods Expects 30 Box Store Com- 
mitments (Nov., p. 5) 

Industry Eyes K Mart As It Opens Box 
Store (Nov., p. 7) 

BASICS Store Cuts Frills and Prices (Nov., 
p. 46) 

Use Fast Movers as ‘Magnets’ to Spur 
High-Profit Item Sales (Dec., p. 1) 

Narrow Product Line by Asking 4 Ques- 
tions (Dec., p. 27) 


Magazines 


Redesigned Front Ends Brighten Check- 
outs $$ (Jan., p. 14) 

Retail Display Allowances, Payment Delays 
By Publishers Frustrate Grocery Re- 
tailers (Jan., p. 18) 

Magazine Ads in Newspapers Hike Sales 
34% (March, p. 4) 

Keeping Tabs on Magazines Aids Overstock 
Problems (March, p. 10) 

Publications Deserve Special Care: H.E. 
Butt (March, p. 41) 

Changing Consumer Lifestyles To Hike 
Publications Sales (March, p. 50) 

Integration Helps Magazine Biz Zoom 
(May, p. 10) 

Publishers/Distributors Form Market Re- 
search Arm (Nov., p. 6) 


Management 


Money Matters Head List of Critical Groe- 
ery Issues (Jan., p. 1) 

Superstore Pace Slowed by Lack of Skilled 
Managers (Jan., p. 5) 

Dairy Department Management Still a 
Problem; Needed: Training, Proper 
Space/Profit Allocation (Jan., p. 39) 

Will Supers Survive 1980's Dollar Squeeze? 
Answer May Pivot on Non-Foods Space 
Allocation (Jan., p. 41) 

Hot Foods Bring Profits if Management Ac- 
cepts Labor Costs 2-3X as High as Those 
for Total Store (Jan., p. 46) 

Six Direct Vendor Delivery Guidelines 
Tighten Store Security, Prevent Lost 
Profits (Jan., p. 48) 

Profit Planning Begins with Specific Time 
Set Aside To Weigh Opportunity 
Vulnerability (Jan., p. 50) 

Accuracy Checks Show Cashiers You Mean 
Business (Jan., p. 52) 

Computing Inventory Via Retail Costing 
Method Prevents Tax Overpayment, 
Reports Gross Profit (Feb., p. 37) 

SWAT Teams Wade In to Help Turn 
Around Problem Operations (March, p. 
3) 

Lack Of Weekly Produce Records Cuts 
Gross 25%; Needed: Figures On Shrink, 
Turnover, Carryover (March, p. 27) 

Periodic Tests Force Managers to Mind 
Security (April, p. 4) 

Brand-Name Ads Not Enough to Promote a 
Super; Instead, Stress Features, Ser- 
vices Making Store Unique (April, p. 10) 

Frozen Food Buyers Struggle to Find Best 
Product Mix (May, p. 1) 

Night Shift Wants to Keep in Touch With 
Top Managers (May, p. 13) 

Flexible Benefits Program Saves Employer 
Money, Prompts Workers’ Awareness of 
Fringes’ Value (May, p. 41) 

What Is ‘Computer-Ism’ Doing to Buyer 
Salesman Relationship? (June, p. 4) 
Streamline Management Practices, Pro- 
grams With In-house Computer Opera- 

tions (June, p. 10) 

Supers Drag on Long-Term Exee Payouts 
(July, p. 1) 

Beware of the ‘Peter Principle’ in Your 
Space Management (July, p. 4) 

Giant Food, Inc.’s Management Training 
Mixes Classwork, On-the-Job Practice 
(July, p. 35) 

BPM Training Sharpens Labor Scheduling 
Skills (July, p. 37) 

Budding Execs Learn the Food Business 
(July, p. 38) 

Periodic Checks of Price-Marking Accuracy 
Can Help Plug Produce, Meat Profit 
Drain (July, p. 48) 

‘Get Tough’ With Vendors on Prices, Box 
Stores Told (Aug., p. 1) 

When You're Drowning in Statistics 
‘Cherry Picking’ Isn't a Solution (Aug., 
p. 4) 

Problem Store? Turn It Around with SWAT 
(Aug., p. 42) 

Here’s How to Stop Take-Over; What to 
Consider If Buying (Nov., p. 32) 


Management Ideas 


Six Direct Vendor Delivery Guidelines 
Tighten Store Security, Prevent Lost 
Profits (Jan., p. 48) 

Computing Inventory Via Retail Costing 
Method Prevents Tax Overpayment, 
Reports Gross Profit (Feb., p. 37) 

Lack of Weekly Produce Records Cuts 
Gross 25%; Needed: Figures On Shrink, 
Turnover, Carryover (March, p. 26) 

Brand-Name Ads Not Enough to Promote a 
Super; Instead, Stress Features, Ser- 
vices Making Store Unique (April, p. 10) 

Flexible Benefits Program Saves Employer 
Money, Prompts Workers’ Awareness of 
Fringes’ Value (May, p. 41) 

Periodic Checks of Price-Marking Accuracy 
Can Help Plug Produce, Meat Profit 
Drain (July, p. 48) 

Problem Store? Turn It Around with SWAT 
(Aug., p. 42) 

Here’s How to Stop Take-Over; What to 
Consider If Buying (Nov., p. 32) 

Act Now on Social Security Loophole To 
Save Both You, Employees Money 
(Dec., p. 29) 


Meat 


Meat Mix Includes More Poultry Parts as 
Retailers Seek Higher Margins/Lb. 
(Jan., p. 1) 

Sales Are Stable Despite Publicity Over 
Meat Hazard (Jan., p. 6) 

45.7% Burger Hike Narrows Hamburger 
Hi-Grade Beef Gap (Jan., p. 11) 

Hastily-Passed Label Regulations Would 
Hurt All (Jan., p. 54) 

Meat Board Mulls Nutrition Make-Up of 
Red Meats (Jan., p. 54) 

New Computer Systems Will Be the An- 
swer to Improving Meat Department 
Profitability (Feb., p. 44) 

Proposed UPC Code Can Increase Meat 
Control (March, p. 23) 

Grab Share Of $4 Billion Cookout Market 
With Summer Holiday-Related Beef 
Promos (March, p. 30) 

Pop's Day Promo Hikes Beef Tonnage 
(March, p. 30) 

Fresh Turkey Sales Are On the Upswing, 
Pushed by Consumer Demand, Market 
Promos (April, p. 7) 

TVP/Ground Beef Mix Back in Meat Cases; 
Retailers Disagree on Chance of Success 
(May, p. 24) 

Sell Beef to Cost-Conscious Shoppers with 
Aggressive Merchandising, Promos 
(May, p. 54) 

Beef Boycott Won't Lower Prices (May, p., 
54) 

Manufacturers Give Beef Extenders Second 
Try (June, p. 5) 

Boxed Pork Makes Gains (June, p. 13) 

How Retailers Do or Don’t Treat Shoppers 
Could Be Crucial as Inflation Presses 
Harder (June, p. 28) 

Beef Consumption May Drop in '79 From 
120 to 110 Pounds Per Capita (June, p. 
28) 

Offer Variety-Conscious Shoppers Poultry 
Choices (July, p. 11) 

Merchandise Chicken Vigorously While 
Beef Prices Remain High (July, p. 22) 

Chicken Sales Jumped 25-30% With House 
Label (July, p. 22) 

Periodic Checks of Price-Marking Accuracy 
Can Help Plug Produce, Meat Profit 
Drain (July, p. 48) 

Avoid Unnecessary Expenditure Drain with 
Meat Labor Scheduling Program (Aug., 
p. 39) 

Take Advantage of Increased Pork Supply 
by Creatively Merchandising Variety of 
Cuts (Aug., p. 48) 

Meat Board Has Pork Brochures (Aug., p. 
49) 

Wholesaler Launches Course to Up Meat 
Profits (Sept., p. 26) 

Beef Ad Cuts, Greater Pork Outlays Help 
Keep Sharp Edge on Meat Department 
Profits (Sept., p. 113) 

Meat Sales Jump 18.2% to $18.3 Bil. (Sept., 
p. 113) 

Change in Meat Regs Proposed (Oct., p. 7) 

Hannaford Nabs Inspector for Theft, 
But Is HeJust Iceberg’s Tip? (Oct., p. 30) 

Warehouse Savings Seen in UPC Meat 
Seanning (Oct., p. 51) 

Producers Tout Large Pork Supply to Con- 
sumers (Nov., p. 5) 

Haas: We're Seeking Meat Price Stability 
(Nov., p. 20) 
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Portable Data Coordinates Warehouse Or- 
ders (Jan., p. 42). 

New Computer System Will Be the Answer 
to Improving Meat Department Profita- 
bility (Feb., p. 44) 

Proposed UPC Code Can Increase Meat Con- 
trol (March, p. 23) 

Current Data Processing Is Outmoded by 
New Technology; Long-Range 
Groundwork Needed Now More than 
Ever (April, p. 22) 

Growing Challenges in Data Processing Field 
Call for New Ways to Develop Staff and 
Systems (May, p. 46) 

Independents Should Consider Data Proces- 
sing to Take Advantage of New Scanning 
Information (June, p. 29) 

Get the Most Out of Data Processing by Fol- 
lowing These Ten Guidelines (July, p. 31) 

Independent Houses Can Supply Software 
(Oct., p. 36) 

Host Support for Scanning Is a Big but 
Necessary Task (Nov., p. 30) 

By 1989, Computers Will Control Store 
Perishables, Labor, Energy (Dec., p. 30) 


Merchandising 


Meat Mix Includes More Poultry Parts As 
Retailers Seek Higher Margins/Lb. (Jan., 
p. 1) 

New Fixtures, Deals Win Checkout Space 
(Jan., p. 1) 

Commodity Pricing Could Hike Profits as 
Much as .5% (Jan., p. 6) 

45.7% Burger Hike Narrows Hamburger 
Hi-Grade Beef Gap (Jan. p. 11) 

Redesigned Front Ends Brighten Checkouts 
$$ (Jan., p. 14) 

Better Displays, Position Boost Mileage For 
Checkout Inches (Jan., p. 16) 

Market, Profit Sway Product Mix (Jan., p. 17) 

Retail Display Allowances, Payment Delays 
by Publishers Frustrate Grocery Retail- 
ers (Jan., p. 18) 

20-30% Increase Expected in Deli Via New 
Program (Jan., p. 29) 

Self-Serve Ups Deli Sales 
25% (Jan., p., 29) 

Rework Leftovers to Maintain Impulse Sales 
(Jan., p. 46) 

Seafood Debate: Run Service Dept. (Feb., p. 
1) 

‘Gourmet Centers’ Might Combine Best of 
Foods, Non-Foods (Feb., p. 3) 

Workshops to Stress How Distributors Can 
Give Retailers Marketing Edge (Feb., p. 
4) 

Publix Adds 1-3 Shelves to Freezers to Hike 
Space Without Investment (Feb., p. 22) 

Expansion Hikes Pet Supply Sales 80% at 
Chain (Feb., p. 25) 

On-Target Job Analysis in Focus at NAWGA 
Meet (March, p. 1) 

Food Space Savvy Ups Sales 15-20%: FMI 
Conference (March, p. 1) 

Profits Of 42% Are Possible With Right J- 
Hook Plan (March, p. 16) 

Rice, Sugar, Salt Have Bogota Clout (March, 
p. 35) 

Snack Debate: Which Displays Stop Custom- 
ers? (March, p. 36) 

Publications Deserve Special Care: H.E. 
Butt (March, p. 41) 

Push For J-Hook Turns Marks Key Inven- 
tory Trend (March, p. 49) 

Full Thrust HBA Programs Yield Best $$, 
Tonnage (April, p. 1) 

Cut Produce Shrink 2% to Hike Profit Up to 
50% (April, p. 11) 

When Merchandised from 800-Pound Bins, 
Apples Out-Perform Other Promoted 
Grocery Items (April, p. 12) 

Coffee: Shelf Allocations Shift as Prices Drop 
(April, p. 15) 

GM Merchandising Needs Gearing to Con- 
sumers (April, p. 17) 

Keeping Motor Oil Margins At 10%Draws 
Shoppers Who Also Buy Accessories with 
35-50% Margins (April, p. 18) 

8- To 20-Foot Auto Sections Are Best Profit 
Makers: Study (April, p. 18) 

Recipe Labels Up Fish Sales (May, p. 1) 

Finast Signs Grab Shopper Interest Via 
Useful Nutrition Cooking Info (May, p. 6) 

Integration Helps Magazine Biz Zoom (May, 


DECEMBER, 1979 


Meeting TheTechnology Challenge 


p. 10) 

West Coast Chains Juggling Space in Integ- 
rated Baby Needs Sections (May, p. 25) 

Keep Margins Up, Stock Quality Basics To 
Profit From Back-To-School Merchandise 
(May, p. 30) 

Display Goods 3 Weeks Before School Opens 
(May, p. 31) 

Sell Beef to Cost-Conscious Shoppers With 
Aggressive Merchandising, Promos 
(May, p. 54) 

Decorator Is Part of the Display (June, p. 44) 

Merchandise Chicken Vigorously While Beef 
Prices Remain High (July, p. 22) 

Inflation Clamps Down on Canned Goods 
Merchandising But Hikes in Private 
Label Displays May Insure Sales Vitality 
(Aug., p. 16) 

Alpha Beta, Spurred by Vendor Cooperation, 
Gives Facelift to Cosmetics Sales Pro- 
gram (Aug., p. 22) 

Slow Down Whirlwind Shoppers With 
Strategic Dairy Merchandising (Aug., p. 
25) 

Strategically Dispersing Best-Selling Pro 
duce Increases Sales of Even Slower 
Moving Items (Aug., p. 38) 

Take Advantage of Increased Pork Supply by 
Creatively Merchandising Variety of 
Cuts (Aug., p. 48) 

Meat Board Has Pork Brochures(Aug., p. 49) 

Pantry Pride Exec Talks Beer Merchandising 
(Oct., p. 18) 

High Prices Spur Bulk Cookie Sales; Displays 
Keep Store Volume High (Nov., p. 16) 


Nutrition 


Hastily-Passed Label Regulations Would 
Hurt All (Jan., p. 54) 

Meat Board Mulls Nutrition Make-Up of Red 
Meats (Jan. p. 54) 

Consumers Demand Nutritious Foods, 
Fewer Additives (Feb., p. 15) 

Nutrition Information Worth 1-2 Cents 
Extra to Most Shoppers (April, p. 8) 

Health Food Craze Makes Pure Peanut But 
ter a ‘Natural’ (April, p. 30) 

Retailers Grind Their Own Natural Peanut 
Butter (April, p. 30) 

Recipe Labels Up Fish Sales (May, p. 1) 

Finast Signs Grab Shopper Interest Via 
Useful Nutrition Cooking Info (May, p. 6) 

Special Health Needs Bring Shoppers to 
Byerly’s (Aug., p. 24) 

Fed's Diet Guidelines Stress Less Salt, 
Sugar, Fats (Dec., p. 7) 

Proposed Bill Offers Clue That Meat Nutri 
tion Labeling Is Coming (Dec., p. 32) 


Operations 


Commodity Pricing Could Hike Profits As 
Much As .5% (Jan., p. 6) 

Manual: Expense Analysis Should Guide 
Warehouse Labor Cost Cut Program 
(Jan., p. 6) 

20-30% Increase Expected in Deli Via New 
Program (Jan., p. 29) 

Will Supers Survive 1980's Dollar Squeeze? 
Answer May Pivot On Non-Foods Space 
Allocation (Jan., p. 41) 

Hot Foods Bring Profits If Management Ac 
cepts Labor Costs 2-3X As High As Those 
For Total Store (Jan., p. 46) 

Fast Food Profitability Relies on Portion 
Control (Jan., p. 47) 

Profit Planning Begins With Specific Time 
Set Aside to Weigh Opportunity 
Vulnerability (Jan., p. 50) 

Grocery Biz Strength, Shape Is Unclear As 
80’s Approach (Feb., p. 1) 

More Chains Beef Up Research Effort; Ob- 
ject: Improved Customer Services (Feb., 
p. Dd 

Checker Training: Can Customer Contact 
Stand Improvement? (Feb., p. 3) 

Late Deliveries Cost Wholesaler Up To 
$5,000 (Feb., p. 7) 

‘Lost’ Shoppers Quit Stores Over Service, 
Produce (Feb., p. 8) 

1978 Stockout Loss Costs $20,000 Per Store 
(March, p. 1) 

Keep Records To Avoid Poor Trucker Service 
(March, p. 4) 

‘House Calls’ Provide Rx For Serious Shop- 
per Complaints (March, p. 8) 

GM Execs Face Tough Challenge: Reduce 
Stock, But Keep Variety Image (March, 
p. 41) 

Service, Labor Demands OfGM Items Should 


Sway Direct-Buy Vs. Service Merchan- 
diser Choice (March, p. 47) 

In-store Banks Build Convenience, Security, 
But Their Sales Potential Remains Un- 
tapped (April, p. 1) 

Battle For Shelf Space Becoming Real Dog 
Fight (May, p. 4) 

Message To A&P: People First, Merchan- 
dising Later (May, p. 4) 

Close Watch on Deal-Buying Helps Insure 
Item Profitability (May, p. 10) 

Use More Self-Service in Bakery Area, But 
Make Product Freshness Evident (May, 
p. 18) 

To Control Bakery, Watch Production, Per 
sonnel, Prices (May, p. 18) 

A&P Exec: EFT Should Be Handled on Na- 
tional Basis (May, p. 60) 

Cash Dispensing by Clerks Can Cut ATM 
Cost (May, p. 61) 

Stop & Shop System Halves $1.2M Waste 
Disposal Bill (June, p. 1) 

Employee Survey Helps Improve Operations 
(June, p. 4) 

Sales/Sq. Foot Actually Dipped In 1978 by 3% 
(June, p. 9) 

Fisher Box Stores Have Service Deli, Bakery 
(June, p. 16) 

Why Are Box Stores So Popular? 30% Shop 
per Savings, 2-5% Profits (June, p. 17) 

How to Boost Productivity and Reduce Infla 
tion Loss: Key NARGUS Show Issue 
(July, p. 1) 

Fisher Foods Converts to Decentralized 
Management (July, p. 12) 

Combination Food-Drug Stores Still Strong 
1-Stop Shopper Draw (July, p. 32) 

BPM Training Sharpens Labor Scheduling 
Skills (July, p. 37) 

‘Get Tough’ With Vendors on Prices, Box 
Stores Told (Aug., p 1) 

End Delays, Increase Service To Snare High 
GM Spenders (Aug., p. 6) 

Computer Use Can Go Far Beyond Basic 
Financial Management Package (Aug., p 
15) 

Space/Product Management Is Key To Bat 
ting 8 Turns/Year in 100-Ft., Sporting 
Goods Dept. (Aug., p. 18) 

Fight Inflation with Productivity: CIES 
Conference (Aug., p. 21) 

Problem Store? Turn it Around with SWAT 
(Aug., p. 42) 

Work Measurements, Data Processing Can 
Cut Warehouse Cost 20-40% (Aug., p. 43) 

Computers, Tight Operating Procedures Are 
Two Ways Stores Can Control DSDs 
(Aug., p. 45) 

Lighting Control, Air Conditioning Mainte 
nance Can Help Reduce Energy Cost 
6-10% (Aug., p. 47) 

Get Gas-Short Shoppers to Spend With Fro 
zens, Handling Tips (Sept., p. 3) 

Ralphs Shortens Checkout Wait (Sept., p. 8) 

Some Shoppers Feel Cheated By Multiple 
Unit Sales (Sept., p. 10) 

Stores Find Good Will, New Customers Are 
Benefits of Senior Citizens Bus Program 
(Sept., p. 25) 

Personal Note From Bag Boy Makes Point 
With Shoppers (Sept., p. 40) 

Limited Stores Boom: 600 by Year's 
End?(Oct., p. 6) 

Wage Study Shows Area Differences (Oct. p 
Ss) 

The 1,500-Pound Question: Will More Quality 
Or More Price Promos Win Extra Con 
sumer $$$? (Oct., p. 10) 

Private Label Identifies 60% of ‘PLUS’ Store 
Products (Oct., p. 11D) 

Comparison Survey Accuracy Attacked 
(Oct., p 5d) 

Are Out-of-Stock Problems Born of Overhead 
Cutbacks? (Nov., p. 3) 

European Supermarekts Offer Creative Di 
rection To U.S. Grocery Retailers (Nov., 
p. 24) 

BASICS Store Cuts Frills and Prices (Nov., 
p. 46) 


Pagliaro, John L. 
(See About Labor Scheduling) 


Pet Needs 


Expansion Hikes Pet Supply Sales 80% At 
Chain (Feb., p. 25) 

Smitty's Hikes Space, Boosts Pet Sales 25% 
(Sept., p. 128) 

Pet Food Sales Hit $2.6 Billion, Up8% In 1978 
(Sept., p. 128) 
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Photo Supplies 


Film And Flash Sales Offer Whopping 43% 
Profits, 20-30 Turns Yearly, According 
To Manufacturers (March, p. 60) 

‘Tremendous” Sales Potential of Film 
Supplies Overrides Worries About Pil- 
ferage and Security (June, p. 14) 

Safeway Tries High-Ticket Frozen Dinners 
(May, p. 73) 

Chicken Sales Jumped 25-30% with House 
Label (July, p. 22) 

Inflation Clamps Down on Canned Goods 
Merchandising but Hikes in Private 
Label Dispalys May Insure Sales Vital 
ity (Aug., p. 16) 


Produce 


Pros Reveal How Consumer Projects Sell 
Produce (Jan., p. 20) 

Maximize Produce Profits, Improve Sales by 
Monitoring Individual/Overall Item Per 
formance (Jan., p. 35) 

‘Lost’ Shoppers Quit Stores Over Service, 
Produce (Feb »p.s) 

Truckload Promo Nets $2,000/Day Produce 
Business (March, p. 1) 

Lack of Weekly Produce Records Cuts Gross 
25%; Needed: Figures On Shrink, Tur 
nover, Carryover (March, p. 26) 

Cut Produce Shrink 2% to Hike Profit up to 
50% (April, p. 1D) 

When Merchandising from 800-Pound Bins, 
Apples Out-Perform Other Promoted 
Grocery Items (April, p. 12) 

Periodic Checks of Price-Marking Accuracy 
Can Help Produce, Meat Profit Drain 
(July, p. 48) 

‘Double Your Money’ Produce Push Hikes 
Sales 34 Percent at Tom Thumb (Aug., p. 
6) 

Strategically Dispersing Best-Selling Pro 
duce Increases Sales of Even Slower 
Moving Items (Aug., p. 38) 

‘Green Scene’ Brightens Produce at Stop & 
Shop (Oct .p 12) 

Labor Scheduling Should Be Based Upon 
Function Analysis and Performance 
Standards (Oct., p. 42) 

Separate Perishables to Drop Cost of Run 
ning ‘Supermarket of the 80's (Nov., p 
38) 

Get Up to 35% of Plant $$ With Full-Line 
Dept (Dee., p. 35) 

tattle Store Produce Personnel But Don't 
Force-Ship Exoties (Dee., p. 36) 

Attract Wary Produce Buyers to Exotic By 
Selling Nutrition (Dec., p. 38) 


Profitable Store Engineering 


Project's Cost Breakdown Eases Next Pro 
ject Wan., p. 45) 

Do You Know Every Energy-Saving Angle? 
This Special Quiz May Offer New Ideas 
(March, p. 28) 

Monitor Energy to Curtail 40 Percent Waste 
(May, p. 75) 

Energy Quiz Results Indicate Difficulty with 
Technical Questions (July, p. 16) 

Lighting Control, Air Conditioning Mainte 
nance Can Help Reduce Energy Costs 
6-10% (Aug., p. 47) 

Energy Management System “Ripoff” Is 
Possbile if Buyer Doesn't Have Technical 
Knowledge (Oct., p. 40) 

Separate Perishables to Drop Cost of Run 
ning ‘Supermarket of the 80s’ (Nov., p. 38) 

Good Design Is Key Factor in Food Prep 
Room Sanitation (Dee., p. 33) 


Promotions 


Spur Sales All Year With 79 Sizzling Promos 
(Jan., p. 1) 

Cookie Promotion Sweetly Attracts Young 
Customers (Jan., p. 7) 

These Deli Promos Hike Fast Food Sales 
10-100% (Jan., p. 29) 

Lots of New Lotion Products, Promos Com- 
ing in "79 (Feb., p. 10) 

Cents-Off Specials’ Boost Lotion Sales 500% 
(Feb., p. 10) 

Truckload Promo Nets $2,000/Day Produce 
Business (March, p. 1) 

Dreams Came True For Shoppers Via 3- 

B Continued on following page 





43 











1979 Editorial Index 


@ Continued from preceding page 
Week Promotion (March, p. 16) 

Grab Share of $4 Billion Cookout Market with 
Summer Holiday-Related Beef Promos 
(March, p. 30) 

Pop’s Day Promo Hikes Beef Tonnage 
(March, p. 30) 

Buyers Test In-And-Out Fashion, Seasonal 
Soft Good Promos (March, p. 41) 

Retailers Boost Sales 10-50% During 4-Week 
Italianfest Promo (April, p. 1) 

‘Appreciation’ Sale Hikes Traffic, $$ 10% at 
Farm Fresh (April, p. 4) 

Fresh Turkey Sales Are on the Upswing 
Pushed by Consumer Demand, Market 
Promos (April, p. 7) 

Coffee: Shelf Allocations Shift As Prices Drop 
(April, p. 15) 

IGA Catches Italianfest Fever (April, p. 33) 

Consider Item, Customer Needs in Choosing 
Effective Promos (May, p. 6) 

Bang-Up, Week-Long International Spec- 
tacular Lays New Store’s Foundation, 
Hikes Sales 25% (May, p. 6) 

‘Dollar Days’ Promo Sparks ‘Gold’ Rush to 
Dakota Chain (May, p. 34) 

Sell Beef to Cost-Conscious Shoppers with 
Aggressive Merchandising, Promos 
(May, p. 54) 

Coupon Booklet Strengthens Stores’ HBA 
Image (June, p. 8) 

Encode Promotion and Advertising Activity 
to Increase Saleability of Scanner Data 
(June, p. 24) 

45,000 Canned Goods Sold in 1-Week Promo 
(June, p. 50) 

Surefire Promos, Cheese Variety Increase 
Sales (July, p. 1) 

Win New Shoppers By Battling Litter July, 
p. 10) 

End-of-Winter Promo Intro’s Foods from 
France; Hikes Sales and Morale (July, p. 
20) 

Cook Up a Contest to Tap Minority Market 
(Aug., p. 5) 

‘Double Your Money’ Produce Push Hikes 
Sales 34 Percent at Tom Thumb (Aug., p. 
6) 

Home Security Systems: New Item for Super 
Promos? (Sept., p. 12) 

Super Duper Spearheads Town's Revitaliza- 
tion (Sept., p. 13) 

The 1,500-Pound Question: Will More Quality 
or More Price Promos Win Extra Con- 
sumer $$$? (Oct., p. 10) 

Publishers/Distributors Form Market Re- 
search Arm (Nov., p. 6) 

‘Deals’ Hike Snacks 20X’s Normal Sales 
(Nov., p. 28) 

80 Promo Ideas Help Launch ‘80"s With Sales 
Bang! (Dec., p. 1) 

High Coupon Costs Blamed on Unprepared 
Manufacturers (Dee., p. 1) 

Coupons Should Have at Least 4 Months’ Life 
(Dee., p. 8) 


Public Relations 


5 Good PR Ideas: Should They Be Used More 
Often? (Jan., p. 51) 

Making Inflation Tolerable May Be Better 
PR Angle (Feb., p. 3) 

Field Personnel Could Help Boost Chain’s PR 
Impact (April, p. 1) 

Shopper Input Jumps After Response Cards 
Get Checkout Displays (May, p. 3) 

Some State Groups Alert Consumers to Price 
Hikes (May, p. 20) 

Michigan Says Grocers Are Good Guys Thru 
Grocers Week Program (May, p. 20) 

PR Tactics Smooth Switch to Scanning (June, 
p. D 

Try Unexpecied Kindnesses To Spur Shop- 
per Loyalty (August, p. 3) 


Quizzes 


Warehouse Stores Quiz: Did You Know Your 
Stuff? (March, p. 18) 

Do You Know Every Energy-Saving Angle? 
This Special Quiz May Offer New Ideas 
(March, p. 28) 

Energy Quiz Results Indicate Difficulty with 
Technical Questions (July, p. 16) 


Rauch, Howard S. 
(See Effective Public Relations) 


Sanitation 


Stop & Shop System Halves $1.2M Waste 
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Disposal Bill (June, p. 1) 

Just 5 Minutes Twice Daily Are Needed to 
Remove Store’s Food Waste, Rubbish 
(June, p. 41) 

System Cuts Waste Pick-Ups From 19 to 2 
(June, p. 42) 


Scanning 


Non-Foods Symbol-Marking Resistance 
Crumbling (Feb., p. 40) 

Symbol-Marked GM/HBA Stock Jumps 10%; 
(Feb., p. 42) 

$26,000/Year Shrink Reduction, 23% Labor 
Cut, 17-30% Productivity Gains All Laid 
To Scanning (Feb., p. 46) 

562 Sean Installations Operation In '78; 10 
Times As Many Stores Have ECR’s 
(Feb., p. 48) 

Introduce Scanning With Plenty Of Fanfare! 
(March, p. 4) 

Electronic Age Promises New Wrinkles For 
Those Who Research Shopper Needs 
(March, p. 12) 

Proposed UPC Code Can Increase Meat Con- 
trol (March, p. 23) 

Scanning of Bulk Packages May Be Reality in 
6 Months (April, p. 6) 

Retailers Dig Deeper Into Soft Benefits As 
Hard Benefits 'n Scanning Pay Off(April, 
p. 26) 

Seanning Data Can Enhance Merchandising 
Strategy (April, p. 27) 

Scanning’s Use Leads to 2% Margin Hike For 
Dayton Independent Supermarketer 
(April, p. 27) 

Seanning Uncovers Ala. Wholesaler’s GM 
Slow Movers (May, p. 3) 

Research Companies Discover Growing Po- 
tential For Studies Based on Supermar- 
ket Scanning (May, p. 32) 

Coupon Booklet Strengthens Stores’ HBA 
Image (June, p. 8) 

Encode Promotions and Advertising Activity 
to Increase Salability of Scanner Data 
(June, p. 24) 

Independents Should Consider Data Proces- 
sing to Take Advantage 0f New Scanning 
Information (June, p. 29) 

Sean-and-Bag More Efficient, But Shoppers 
Don't Believe It (June, p. 51) 

Supermarkets’ New Complexity Makes 
Formal Training Vital (July, p. 1) 

Prior Retraining Prevents Scanning Panic 
(July, p. 34) 

Seanning Boosts Warehouse Store's Profits 
$142,700 (Sept., p. 1) 

ECR’s, Scanners Allow Some Price, Pro- 
duct Flexibility (Oct., p. 46) 

Warehouse Savings Seen in UPC Meat Sean- 
ning (Oct., p. 51) 

Are Soft Goods Suppliers Dragging Feet on 
UPC Use? (Nov., p. 1) D 

Publix Favors Host Scanning Support (Nov., 
p. 10) 

Deli Suppliers Must Prepare For Scanning, 
Ralphs VP Warns (Nov., p. 25) 

Host Support for Scanning Is a Big But 
Necessary Task (Nov., p. 30) 


School Supplies 


Keep Margins Up, Stock Quality Basics to 
Profit From Back-To-School Merchandise 
(May, p. 30) 

Display Goods 3 Weeks Before School Opens 
(May, p. 31) 


Seafood 


Seafood Debate: Run Service Dept? (Feb., p. 
1) 

Hinky Dinky Gets Nebraska Fresh Fish 
(Feb., p. 28) 

U.S. Supply Gaining on Demand (Feb., p. 29) 

Recipe Labels Up Fish Sales (May, p. 1) 


Security 


Cold Letter Plunks Chains Into Hot Water: 
Issue Is Unpaid Checks (Jan., p. 5) 
Prison Inmate's Advice Helps Stop $$ Loss 

Via Checks (Jan., p. 7) 

Six Direct Vendor Delivery Guidelines 
Tighten Store Security, Prevent Lost 
Profits (Jan., p. 48) 

Accuracy Checks Show Cashiers You Mean 
Business (Jan., p. 52) 


Security Guesswork Kept to Minimum Via 
Control Charts (Feb., p. 1) 

‘Phantom’ Plan Stops Bad Checks, Vendor 
Theft (Feb., p. 4) 

New Centralized System Uncovers Crooked 
Vendors (April, p. 1) 

In-Store Banks Build Convenience, Security, 
But Their Sales Potential Remains Un- 
tapped (April, p. 1) 

There’s Good News and Bad News About 
Pharmacy Operations (April, p. 3) 

Pepsi Machine ‘Comes Alive,’ Nabs Vandals 
(April, p. 4) 

Periodic Tests Force Managers to Mind Sec- 
urity (April, p. 4) 

3 Tests Reveal Cashier Failure to Record 
Sales; Report Substantiates Termination 
for Theft (April, p. 24) 

Form Stops Cashier From Pleading Ignor- 

‘ance of Rules (April, p. 24) 

Price Chopper ‘Help’ Program Cuts Shrink 
by Putting Store-Level Employees on 
Patrol (April, p. 32) 

Burglar: ‘We Checked Out Four Stores Be- 
fore We Decided to Rob This One’ (April, 
p. 35) 

Putting The Electronic Eye on Vendor Theft? 
(May, p. 4) 

Expert Answers Questions Often Asked by 
Retailers When Choosing Firm to Test for 
Cashier Honesty, Courtesy (May, p. 28) 

Check Identity of Inspectors, Repairmen 
(May, p. 57) 

‘Tremendous’ Sales Potential of Film 
Supplies Overrides Worries About Pilfer- 
age and Security (June, p. 14) 

Replacement Workers, Security Guards Are 
Keys to Strike Preparedness (June, p. 26) 

‘Shoplifter’ Tells Stores How to Collar 
Thieves (July, p. 1) 

Vendor Theft: Creativity Works With Some 
Help From Lazy Watchdogs (July, p. 3) 

Electronic Sensors in Checkout Lanes Dras- 
tically Cut Pilferage at Test Stores July, 
p. 40) 

Pre-Employment Tests Catch on With Stores 
Interested in Assessing Employee At- 
titudes (July, p. 42) 

Films, Ads Warnof Penalties Awaiting Those 
Who Steal (July, p. 44) 

CCTV’s in Atlanta Food Giant Store Boost 
Honesty, Productivity, Profit July, p. 46) 

ECRs Can Reduce Shrink Even More (Aug., 
p. I) 

Screen Job Applicants Carefully to Spot 
Likely Prospects for Union Membership 
(Sept., p. 42) 

Don’t Use Polygraph Test for Employee 
‘Witch Hunt’ (Sept., p. 46) 

37.5% of Shoplifters Get Caught Between 
3pm-6pm (Nov., p. 8) 

To Avid Executive Kidnap Threat, Set Up 
Crisis Plan Now (Dec., p. 1) 

Law Change in Idaho Would Help Grocers 
Get Back Stolen Goods (Dec., p. 8) 

Detectives Give 12 ‘Basics’ to Stop Grocery 
Shoplifters (Dec., p. 12) 


Service Merchandising 


Service, Labor Demands of GM Items Should 
Sway Direct-Buy Vs. Service Merchan- 
diser Choice (March, p. 47) 

Service Merchandiser Role Shifts to Mar- 
keting Expert (March, p. 59) 

Tougher Questions Put to Supplier Reps Can 
Elicit More Useful Test Market Informa- 
tion (June, p. 30) 

Textbook, Cross-Referenced Membership 
Directory, Profile Survey Highlight 
NASM Service Offerings (July, p. 8) 

More and Varied HBA Pricing Programs Of- 
fered (July, p. 23) 

Spiraling Freight, Warehousing Costs Spur 
Service Merchandisers to Trim Lines 
(July, p. 24) 

Buyers Must Request and Get Precise Datato 
Make Most Informed Choice on New 
Items (Aug., p. 41) 

NASM Updates Direct-Order-Entry Data 
(Sept., p. 4) 

Merchandisers Must Adapt to Technoloy 
(Sept., p. 12) 


Shulman, Richard E. 
(See Meeting The Technoloyg Challenge) 


Snacks 


Snack Debate: Which Displays Stop Custom- 
ers? (March, p. 36) 

Snacks Bar Sales: $71,657/Yr. at Mass Dis- 
counters (Sept., p. 13) 

Retailers Push Snacks in Bags, Smaller Packs 
to Bar Inflation’s Chipping Away at Sales 
(Sept., p. 129) 

Deals Hike Snacks 20 X's Normal Sales 
(Nov., p. 28) 


Speaking About Meat 


Hastily-Passed Label Regulations Would 
Hurt All (Jan., p. 54) 

Grab Share of $4 Billion Cookout Market With 
Summer Holiday-Related Beef Promos 
(March, p. 30) 

Sell Beef to Cost-Conscious Shoppers With 
Aggressive Merchandising, Promos 
(May, p. 54) 

Shoppers Seek Economical ‘Special’ Cuts 
(Oct., p. 39) 

Proposed Bill Offers Clue that Meat Nu- 
trient Labeling Is Coming (Dec., p. 32) 


Store Development 


Superstore Pace Slowed by Lack of Skilled 
Managers (Jan., p. 3) 

People’s Sees $45G/Week Future In New 
Food/Drug Combos 

Grand Union Tries Butcher Service, Store 
Directories (March, p. 11) 

34% Sales Hike Sparks Space Jumps For 
Greeting Cards (March, p. 41) 

Limited Assortment Store Nabs 5% Market 
Share in Ist Week (April, p. 6) 

Before Choosing Store Format, Planners 
Should Look at Varying Performance And 
Location Requirements (May, p. 5) 

Experts Predict Units To Number 1,000 by 
1980 (June, p. 1) 

25% More In-Store Bakeries Built by 25 
Firms Since "77 (June, p. 1) 

Build Free-Standing Kestaurants in Supers 
to Nab Fast Food Profits, Spur Store 
Sales (June, p. 10) 

Sales Skyrocket After Warehouse Conver- 
sion (June, p. 11) 

Fisher Box Stores Have Service Deli, Bakery 
(June, p. 16) 

Why Are Box Stores So Popular? 30% Shop- 
pers Savings, 2-5% Profits (June, p. 17) 

Antique Collection Turns Super Into 
Showplace (June, p. 31) 

A & P Stores Slated for N.J. (July, p. 9) 

Meijers Adds Hypermarkets (July, p. 33) 

Caution: Expansion Not Always Right Route 
to Increased Sales (Aug., p. 3) 

Private Label Identifies60% Of*-PLUS' Store 
Products (Oct., p. 11) 

Cut Installation Costs 30% With Novel Store 
Design (Nov., p. 1) 

Wayco Foods Expects 30 Box Store Com- 
mitments (Nov., p. 5) 

Industry Eyes K Mart As It Opens Box Store 
(Nov., p. 7) 

FedMart Revamps Delicatessens, Adding 
Service in Large Stores (Nov., p. 24) 
Know Facility Characteristics Before Re- 

modeling Stores (Nov., p. 36) 

Separate Perishables to Drop Cost of Run- 

ning ‘Supermarket of the 80's’ (Nov., p. 
38) 

Rising Costs Make Building a Big Investment 
(Nov., p. 49) 

Bond Finances Indiana Supermarket at 6.5% 
(Nov., p. 50) 


Stroud, David H. 
(See Speaking About Meat) 


Successful Store Planning 


Of 7 Store Format Choices, Which Is Best 
For You? (Jan., p. 53) 

Know Facility Characteristics Before Re- 
modeling Stores (Nov., p. 36) 


Technology 


Wholesalers Join Ranks With Chains to Ask 
For UPCs On Everything (Jan., p. 5) 
Non-Foods Symbol-Marking Resistance 
Crumbling (Feb., p. 40) 

New Computer Systems Will Be the An- 
swer to Improving Meat Department 
Profitability (Feb., p. 44) 


SUPERMARKET BUSINESS 

















$26,000/Y ear Shrink Reduction, 23% Labor 
Cut, 17-30% Productivity Gains All Laid 
to Seanning (Feb., p. 46) 

Elimination of Item Pricing by UPC Users 
Far Off (Feb., p. 48) 

562 Scan Installations Operating in '78; 10 
Times as Many Stores Have ECR’s(Feb., 
p. 48) 

Introduce Scanning With Plenty of Fanfare! 
(March, p. 4) 

Electronic Age Promises New Wrinkles for 
Those Who Research Shopper Needs 
(March, p. 12) 

Proposed UPC Code Can Increase Meat Con- 
trol (March, p. 23) 

Scanning of Bulk Packages May be Reality in 
6 Months (April, p. 6) 

Current Data Processing Is Outmoded by 
New Technology; Long Range 
Groundwork Needed Now More Than 
Ever (April, p. 22) 

Retailers Dig Deeper Into Soft Benefits As 
Hard Benefits in Scanning Pay Off (April, 
p. 26) 

Scanning Data Can Enhance Merchandising 
Strategy (April, p. 27) 

Seanning’s Use Leads To2% Margin Hike For 
Dayton Independent Supermarketer 
(April, p. 27) 

EFT Goals Include Lower Labor Cost (May, 
p. Dd 

Scanning Uncovers Ala. Wholesaler’s GM 
Slow Movers (May, p. 3) 

Unload Systems Save Warehouses $$ (May, 
p. 12) 

Warehouse Automation Can Reduce Labor 
Expenses by Streamlining Order Selec 
tion (May, p. 16) 

Manufacturers Say Slip Sheet Unload Can Up 
Productivity (May, p. 16) 

Research Companies Discover Growing Po- 
tential for Studies Based on Supermarket 
Scanning (May, p. 32) 

Growing Challenges in Data Processing Field 
Call for New Ways to Develop Staff and 
Systems (May, p. 46) 

A&P Exec: EFT Should Be Handled on Na 
tional Basis (May, p. 60) 

Cash Dispensing by Clerks Can Cut ATM 
Costs (May p. 61) 

PR Tactics Smooth Switch to Scanning (June, 
p. D) 

What Is Computer-Ism’ Doing To Buyer 
Salesman Relationship? (June, p. 4) 
CRT/Seanning Cuts Payroll Prep Time 

(June, p. 8) 

Streamline Management Practices, Pro 
grams With In-House Computer Opera- 
tions (June, p. 10) 

Encode Promotion and Advertising Activity 
to Increase Salability of Scanner Data 
(June, p. 24) 

Independents Should Consider Data Proces- 
sing to Take Advantage of New Scanning 
Information (June, p. 29) 

Sean-and-Bag More Efficient, But Shoppers 
Don't Believe It (June, p. 51) 

Supermarkets’ New Complexity Makes 
Formal Training Vital (July, p. 1) 

Category Info Aids Non-Foods Inventory 
Choices (July, p. 6) 

Telephone Order Warehouse Computerizes 
3,000 Items (July, p. 9) 

Automatic Bagger Cuts Checkout Wait in 
Half (July, p. 10) 

Get the Most Out of Data Processing by Fol- 
lowing These Ten Guidelines (July, p. 31) 

Prior Retraining Prevents Scanning Panic 
(July, p. 34) 

In-House A/V Studio Puts A & P in Show Biz 
(July, p. 36) 

Electronic Sensors in Checkout Lanes Dras- 
tically Cut Pilferage at Test Store (July, p. 
40) 

CCTVs in Atlanta Food Giant Stores Boost 
Honesty, Productivity, Profit (July, p. 46) 

ECRs Can Reduce Shrink Even More (Aug., 
p. 1) 

How to Prevent a Computer Disaster (Aug., 


p. 1) 

Independents Weigh Use of Computers to 
Improve Data Processing Powers (Aug., 
p. 8) 

Computer Use Can Go Far Beyond Basic 
Financial Management Package (Aug., p. 
15) 

Work Measurements, Data Processing Can 
Cut Warehouse Costs 20-40% (Aug., p. 
43) 

Computers, Tight Operating Procedures Are 

Two Ways Stores Can Control DSD's 
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(Aug., p. 45) 

Scanning Boosts Warehouse Store's Profits 
$142,000 (Sept., p. 1) 

NASM Updates Direct-Order/Entry Data 
(Sept., p. 4) 

Merchandisers Must Adapt to Technology 
(Sept., p. 12) 

Retailers Hit DP Lead Time, System Incom- 
patibility (Oct., p. 6) 

Cable Television Keeps Tabs On Prices As 
Comparison Shopping Program Expands 
(Oct., p. 33) 

Will Technology Leave Shoppers Home? 
(Oct., p. 33) 

Independent Houses Can Supply Software 
(Oct., p. 36 

Energy Management System “Ripoff” Is 
Possible If Buyer Doesn't Have Technical 
Knowledge (Oct., p. 40) 

ECRs, Scanners Allow Some Price, Product 
Flexibility (Oct., p. 46) 

Sav-a-Stop Streamlines Florida Warehouse 
With Automation, Computer Ordering 
(Oct., p. 48) 

Managers: Understand Computer ‘Tools’ 
(Oct., p. 50) 

Warehouse Savings Seen in UPC Meat Sean 
ning (Oct., p. 51) 

Four-Day Productivity Seminar Will 
Explore Automation, Warehouse Com 
puters, Personnel (Oct., p. 53) 


Tobacco 


Cigarette Tonnage in Groceries Rose 24.9% 
From "67-77 (April, p. 9) 

Cigarette Debate: Sell at Checkout Counter 
or From Vending Machines to Cut 
Shrink? (Sept., p. 119) 

Grocery Stores Do $5.7 Billion in ‘78 To 
bacco Biz, Up 7.6% (Sept., p. 119) 

Smokeless Tobacco Up Over ‘78 Sales 
(Sept., p. 120) 

Accurate Space Allotment Can Hike Turns 
(Dee., p. 17) 


Trade Associations 


Fastest-Growing Frozens At Kohl's: Pre 
pared Foods (Jan., p. &) 

Future Will Bring Meats, Dairy to Frozens 
Case, Rich Predicts (Jan., p. 8) 

Von's Guide Details Care of Frozens Jan., p 
&8) 

tedesigned Front Ends Brighten Checkouts 
$$ (Jan., p. 14) 

Pros Reveal How Consumer Projects Sell 
Produce (Jan., p. 20) 

Workshops to Stress How Distributors Can 
Give Retailers Marketing Edge (Feb., p 


4) 

SMA, TMA, ARMI Merger Into NASM Un 
ifies Industry (Feb., p. 7) 

On-Target Job Analysis in Focus at NAWGA 
Meet (March, p. 1) 

Food Space Savvy Ups Sales 15-20%: FMI 
Conference (March, p. 1) 

Introduce Scanning With Plenty of Fanfare! 
(March, p. 4) 

WAFC Meet Tackles Employee Attitudes, 
Issues Of The 80's (March, p. 6) 

GMS Replaces GMI as NAWGA's Non-Foods 
Arm (March, p. 8) 

Industry Gets Big Snow Job At NHMA Show 
(March, p. 8) 

Better Productivity, More GM Sales Will 
Ease Profit Threats of the "80's 

Electronic Age Promises New Wrinkles for 
Those Who Research Shopper Needs 
(March, p. 12) 

Here Is NAWGA’s 1979 Exhibitor/Sponsor 
List (March, p. 32) 

Sharper GM Inventory Control, Buying Tac- 
tics, Importance Of Bottom Line Profit 
Share Spotlight (March, p. 53) 

Cut Produce Shrink 2% to Hike Profit Up to 
50% (April, p. 11) 

High Fatality Rate of New HBA Products 
Sparks Marketing Probe at TMA Meeting 
(April, p. 39) 

45 Workshops Zero In on Toughest Chal- 
lenges (May, p. 1) 

Close Watch on Deal-Buying Helps Insure 
Item Profitability (May, p. 10) 

New Direction for NAWGA’s GMS: Assisting 
the GM/HBA Novice (May, p. 12) 

Management, Not Store Size, Will Deter- 


mine Grocery Survival (May, p. 14) 
Retailer/Wholesaler Commitment, Coopera- 
tion Hike GM $$, Turns (May, p. 15) 
Use More Self-Service in Bakery Area, But 
Make Product Freshness Evident (May, 

p. 18) 

Formula for Measuring Profitability Re- 
vealed at FMI Frozens Workshops (May, 
p. 74) 

NARGUS Meet to Include Supermarketing 
GM Address (June, p. 6) 

SM Publisher Will Don Editing Teacher's Hat 
For FIAE Workshop (June, p. 7) 

Sales/Sq. Foot Actually Dipped in 1978 by 3% 
(June, p. 9) 

Buyers Will Comparison Shop at Upcoming 
Housewares Show (June, p. 35) 

How to Boost Productivity and Reduce Infla 
tion Loss: Key NARGUS Show Issue 
(July, p. 1) 

Marketing Needs Local Aim in ‘80's, New 
Broker Association Contends (July, p. 6) 

Textbook, Cross-Referenced Membership 
Directory, Profile Survey Highlight 
NASM Service Offerings (July, p. 8) 

Offer Variety-Conscious Shoppers Poultry 
Choices (July, p. 11) 

Fight Inflation with Productivity: CIES 
Conference (Aug., p. 21) 

NASM Updates Direct-Order/Entry Data 
(Sept., p. 4) 

GMDC to Expand Retailer, Distributor 
Training (Sept., p. 8) 

Keep Prices Low to Offset Drop in Spendable 
Income (Sept., p. 40) 

Film Series to Encourage Pro-Business At 
titudes (Sept., p. 41) 

Is Customer Unload a Trauma at New Sean 
ning Store? (Sept., p. 42) 

Sereen Job Applicants Carefully to Spot 
Likely Prospects for Union Membership 
(Sept., p. 42) 

SAR Ratio for GM Detects Space Manage 
ment Weakness (Sept., p. 44) 

Don’t Use Polygraph Test For Employee 
‘Witch Hunt’ (Sept., p. 46) 

FMI Conference Examines Food Issues, 
Polities (Oct., p. 1) 

Gen. Haig to Assess Politics’ Impact on 
Grocers (Oct., p. 16) 

Pre-Convention Floral Seminar Unveils 
New PMA Fresh Flower Training Pro 
grams (Oct p. 20) 

Four-Day Productivity Seminar Will 
Explore Automation, Warehouse Com 
puters, Personnel (Oct., p. 53) 

SB Seminar to Focus on Profits In ‘S0's 
(Nov., p. 1) 

Heard at FMI: Urges Supermarkets, Con 
sumers Join to Oppose State Food Sales 
Taxes (Nov., p. 19) 

NFBA Highlights Human Resources (Dee., 
p. 


Training 


Von's Guide Details Care of Frozens (Jan., 
p. ») 

Checker Training: Can Customer Contact 
Stand Improvement? (Feb., p. 3) 

Academy of Food Marketing Launches $3 
Million Fund Drive (April, p. 6) 

Crowd of 400, Plentiful Press Coverage 
Characterize 3%-Hour Consumer Semi 
nar Hosted By Sunshine-Jr. Stores 
(April, p. 21) 

Look to Training, Not Outside, for Top 
Managers (May, p. 3) 

Supermarkets’ New Complexity Makes 
Formal Training Vital (July, p. 1) 

Unexpected [benefit of Training Programs 
Policy Clarification (July, p. 3) 

Prior Retraining Prevents Scanning Panic 
(July, p. 43) 

Giant Food, Inc.'s Management Training 
Mixes Classwork, On-the-Job Practice 
(July, p. 35) 

In-House A/V Studio Puts A & P in Show 
Biz (July, p. 36) 

BPM Training Sharpens Labor Scheduling 
Skills (July, p. 37) 

Budding Execs Learn the Food Business 
(July, p. 38) 

Home and On-Campus Programs Offered to 
Students at Cornell (July, p. 38) 

Education, On-the-Job Experience Em 
phasized at St. Joseph's (July, p. 39) 

Do You Fund Training, Or Free Store 
Help? (Sept., p. 3) 
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Fit Training To Employees’ Own Profiles 
(Oct., p. 1) 

Sav-A-Stop Sales Force Gets More Training 
(Oct., p. 11D) 

Pre-Convention Floral Seminar Unveils 
New PMA Fresh Flower Training Pro- 
gram (Oct., p. 20) 


Warehousing 


Manual: Expense Analysis Should Guide 
Warehouse Labor Cost Cut Program 
(Jan., p. 6) 

Variety, Competitive Pricing—Ingredients 
Needed To Transform Super To Limited 
Assormtent Store (Jan., p. 44) 

Keep Records to Avoid Poor Trucker Service 
(March, p. 4) 

Scanning of Bulk Packages May Be Reality in 
6 Months (April, p. 6) 

Improved Warehousing Methods Could Hike 
Productivity 100% (April, p. 9) 

Up-To-Date Hour, Wage and Sales Data Is 
Essential to Monitor Progress of Labor 
Scheduling (April, p. 28) 

Unload Systems Save Warehousers $$ (May, 
p. 12) 

Daily Employee Output Report Helps 
Warehouse Make Productivity Gains 
(May, p. 13) 

Warehouse Automation Can Reduce Labor 
Expenses by Streamlining Order Selec 
tion (May, p. 16) 

Telephone Order Warehouse Computerizes 
3,000 Items (July, p. 9) 

Spiraling Freight, Warehousing Costs Spur 
Service Merchandisers to Trim Lines 
(July, p. 24) 

Work Measurements, Data Processing Can 
Cut Warehouse Costs 20-40% (Aug., p 
43) 

Sav-a-Stop Streamlines Florida Warehouse 
With Automation, Computer Ordering 
(Oct., p. 48) 

Managers: Understand Computer ‘Tools’ 
(Oct., p. 50) 

Warehouse Savings Seen in UPC Meat Sean 
ning (Oct., p. 51) 

Combined Routes, Fuel Efficiency Help Bat 
tle Costs (Oect., p. 52) 

Four-Day Productivity Seminar Will 
Explore Automation, Warehouse Com 
puters, Personnel (Oct., p. 58) 

Manufacturers’ New Items Offer Savings In 
Energy, Labor, Time (Oct., p. 54) 


Wholesalers 


Wholesalers Join Ranks With Chains to Ask 
for UPC's on Everything (Jan., p. 5) 
Late Deliveries Cost Wholesaler Upto $5,000 

(Jan., p. 7) 

Seanning Uncovers Ala. Wholesaler’s GM 
Slow Movers (May, p. 3) 

ICC Allows Backhauling Via Contract Car 
rier License (May, p. 14) 

GM Wholesalers Add, Revise Buying Shows 
to Display Expanded Lines, Higher 
Ticket Items (June, p. 6) 

ippliers Provide a Range of Services to 
Bakery Staffs in Need Of Expertise (June, 
p. 45) 

Warns Deregulation Would Undermine 
Freight Routing System (July, p. 7) 
Wholesaler Launches Course to Up Meat 

Profits (Sept., p. 26) 

Limited Store Profit Key Is Tight Product 
Control (Oct., p. 1) 

Some Retailers Look to Diverters to Supply 
5-10% of Their HBA Needs (Oct., p. 44) 

ECRs, Seanners Allow Some Price, Product 
Flexibility (Oct., p. 46) 

Wholesaler/Manufacturer Relations Remain 
Amicable Despite Ins and Outs (Oct., p. 
47) 

Sav-A-Stop Streamlines Florida Warehouse 
With Automation, Computer Ordering 
(Oct., p. 48) 

Managers: Understand Computer ‘Tools’ 
(Oct., p. 50) 

Warehouse Savings Seen in UPC Meat 
Seanning (Oct., p. 51) 

Combined Routes, Fuel Efficiency Help 
Battle Costs (Oct., p- h2) 

Four-Day Productivity Seminar Will 
Explore Automation Warehouse Com- 
puters, Personnel (Oct., p. 53) 
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